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ACADEMIC ABSTRACT

The study reviews literature on direct selling, acculturation, entrepreneurial environments, and
Hispanic entrepreneurs to develop a conceptual model of external factors that influence direct
selling entry decisions of Hispanic entrepreneurs and distributors. It was found that a strong
national entrepreneurial environment, the desire for acculturation, and the entrepreneurial culture in

direct selling firms play key roles in entry decisions.
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EXECUTIVE SUMMARY

Synopsis

We examine acculturation and its application for Hispanics in the direct selling channel.
With Hispanics constituting 22 percent of U.S. direct sellers (distributors), and the Hispanic
population in the United States at 18 percent, there is an opportunity to understand the appeal of
the channel to this minority population.
Methodology

This study analyzes the literature on acculturation theory, direct selling, the
entrepreneurial environment, and Hispanics in the United States. It considers the data findings
presented in the Hispanic Marketing Survey: Results Report (Gamse, 2016b), the underlying
data, and the data from the Direct Selling 2016 Salesforce Survey (Gamse, 2016a). A conceptual
model surmises findings from the literature.
Results / Findings

Hispanics may enter direct selling distributorship for reasons of acculturation, social and
economic mobility. Acculturation is more prominent in countries with strong entrepreneurial
environments and direct selling entry decisions positively relate to the entrepreneurial culture in
direct selling firms.
Conclusion and Implications for Theory, Research, and Practice

Direct selling firms that wish to increase the number of Hispanic distributors should
strive to create a supportive entrepreneurial culture with culturally and linguistically specific and

appropriate resources that facilitate success in the field salesforce.



Implications for Entrepreneurship Education

The study addresses the application of acculturation theory to Hispanics in the direct
selling channel, providing insights into several topics that are not frequently a part of the
entrepreneurship literature or the entrepreneurship classroom. While much has been written
about minority entrepreneurship, little is known about the go-to-market strategies of the
companies in which they engage and the cultural fit. We address the entrepreneurial culture of
direct selling organizations, the culturally and linguistically appropriate resources provided for
Hispanic distributors, and the national entrepreneurship environment.  Entrepreneurship
educators can begin to address ethnicity and acculturation in the classroom with more specificity
and can discuss the direct selling channel as an entrepreneurial entry option and as a go-to-
market strategy. It is important that we discuss entrepreneurial options across the spectrum and

provide insights into them.



ENTREPRENEURIAL ENVIRONMENT AND CULTURE IN DIRECT
SELLING ENTRY DECISIONS OF HISPANIC ENTREPRENEURS: AN
ACCULTURATION APPROACH

1. Introduction

Direct Selling is viewed as an attractive entrepreneurial entry point by minorities and
immigrants. The direct selling retail channel offers a welcoming culture, low entry barriers, easy
access to suppliers and customers, and accessible training programs.  The Direct Selling
Education Foundation defines direct selling as “a retail channel used to market products and
services to consumers” through an independent distributor salesforce (DSEF, 2017). Hispanic
communities are disproportionately represented in direct selling, constituting 22 percent of the
direct selling salesforce despite being 18 percent of the U.S. population (DSA, 2017). Prior
research has suggested that immigrant populations who are disadvantaged in the labor market
pursue entrepreneurship (Sequeira & Rasheed, 2006), and the willingness to participate is
compelled by the size of the group and encountering adverse environments (Evans, 1989).
Plausible explanations for the large participation rates of Hispanic Immigrants and Hispanic
Americans in direct selling are: (1) the entrepreneurial environment in these firms provide a
means of economic sustainability (i.e., necessity entrepreneurship), and (2) firm culture in direct
selling facilitates acculturation.

Acculturation is the “process of cultural and psychological change that takes place as a
result of contact between cultural groups and their individual members (Berry, 2004, p. 27).”
The acculturation process explains how individuals engage in intercultural contact to achieve
desirable outcomes (Berry, 2005). Berry (2005) describes four acculturation strategies employed
by immigrants and minorities who choose to engage or disengage with the host country or

dominant culture. Strategies include integration, assimilation, separation, and marginalization.
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Immigrants without permanent residency often rely on low wage or informal employment, and
may view self-employment in direct selling as an opportunity to transition into the host country
culture. Similarly, marginalized minority communities beleaguered by perceived and practiced
inequality may view direct selling opportunities as viable income-producing alternatives to
overcome structural barriers which prohibit full integration or assimilation into dominant culture.
Entrepreneurship literature is surprisingly lean on the topic. To address this gap, we review
acculturation theory, the criteria for strong national entrepreneurial environments, and
entrepreneurial culture created by direct selling firms. We further theorized that supportive
entrepreneurial environments and firm culture leads to acculturation and direct selling entry
decisions. For Hispanic communities in particular, opportunities to develop professional
networks and entrepreneurial businesses, yield dual benefits (e.g. self-employment and
acculturation) which may explain the higher participation rates in direct selling.

We advance acculturation research in entrepreneurship by conceptually demonstrating
how entrepreneurial environments within the context of the direct selling retail channel facilitates
acculturation processes. The study specifically addresses the phenomenon of a disproportionate
participation rate in direct selling relative to the Hispanic population in the United States. We
suggest that the unique structure and features of the channel are particularly appealing to

Hispanic immigrants and the general Hispanic population alike.

2. Literature Review / Theory Development
Acculturation Theory
Acculturation theory originates from cross cultural psychology and is applicable in

business contexts. The acculturation process occurs when individuals are exposed to culturally



different others, or move from their home country to reside in another (host) country while
navigating sociocultural and psychological changes that occur when transitioning towards
dominant culture (Schwartz, Unger, Zamboanga, & Szapocznik, 2010). According to Berry
(1980), immigrants and minorities are faced with two questions upon arrival to host countries.
The questions are categorized as acculturation dimensions. The first dimension refers to
maintenance of the heritage culture (i.e., Is it important to maintain my heritage culture?), and
the second dimension refers to host culture contact (i.e., Is it important to engage with the host
culture?).

Scholars put forth unidimensional and bidimensional models of acculturation which
immigrants can adopt in new societies. The unidimensional model infers a bidirectional
dependency relationship between an individual’s host culture and heritage culture. The first
viewpoint of the unidimensional model holds that the more individuals affiliate with the host
culture, the more their affiliation with the heritage culture weakens. The second viewpoint
suggests that the more individuals retain their heritage culture, the less likely they are to adopt
host country culture (Laroche, Kim, Hui, & Joy, 1996), thus, a commitment to affiliate with the
host culture (i.e., viewpoint one) weakens the heritage culture (i.e., viewpoint two). Conversely,
the bidimensional model of acculturation posits that individuals’ affiliation with the host culture
is largely independent of heritage culture (Berry, 1980). In the bidimensional model, each
dimension can be assumed to have predictive power that is independent from the other (Cheung-
Blunden & Juang, 2008).

Within each model individuals pursue one of four acculturation strategies. First,
assimilation refers to individuals seeking full participation in the host country by adopting the

host country culture rather than their own. Second, separation refers to individuals who retain



their heritage culture and avoid participating in the host culture. Third, integration refers to
individuals who maintain their own cultural identity while also seeking to participate in the host
culture. Fourth, marginalization refers to individuals who refrain from both heritage and host
cultures. Marginalists do not acculturate towards either culture. As it relates to entrepreneurship,
some authors postulate that integration is the optimal acculturation strategy (Dheer, 2014).
Whereas most acculturation research centers on immigrants, a growing number of studies
explore the phenomenon among minority groups or in colonial settings where a person’s own
culture becomes subsidiary to another because of colonization (i.e., see Seitz, 1998; Cheung-
Blunden & Juang, 2008). These studies may examine minorities (i.e., Hispanics, Native
Americans, and Blacks) in the United States, or in British colonies and territories (i.e., Hong
Kong) where native population culture is subordinate to British culture. Researchers found that
in colonial settings, acculturation towards the majority culture resulted in maladaptive
implications (i.e., adverse outcomes), and the bidimensional model was more robust in
measuring outcomes influenced by psychological stress (Cheung-Blunden & Juang, 2008).
Difficulty with acculturation processes results in psychological maladjustments, or stress.
Cheung-Blunden and Juang (2008) purport that when individuals are exposed to two or more
cultures, norms, values and languages, acculturative stress occurs, and mental disturbances ensue
(i.e., depression, negative affect, and poor academic achievement). Immigrants and minorities
experience difficulties with acculturation when attempting an assimilation strategy without fully
adjusting to mainstream society. Immigrants may be viewed as “passing” in mainstream society
fostering rejection from the heritage culture and lowering self-esteem (Krishnan & Berry, 1992).
Similarly, separation and marginalization yielded negative affect and life dissatisfaction resulting

in isolation and exclusion (Berry, 1980). Integration is stated to be the optimal acculturation



strategy due to bicultural competence (Szapocznik & Kurtines, 1980). Immigrants or minorities
with bicultural competence possess the attitudinal repertoire to transition between and
successfully negotiate heritage and host cultures (Cheung-Blunden & Juang, 2008).

Acculturation perceptions indicate whether or not majority groups react positively to
minority groups perceived as adopting an assimilation strategy compared to minorities choosing
separation or marginalization (Kosic, Mannetti, & Sam, 2005). Although acculturation
perceptions are beyond the scope of the current study, we make the assumption that majority
groups react positively to minorities attempting integration or assimilation acculturation
strategies. Acculturation psychologists have called for more action-oriented research (Chirkov,
2009) that empowers acculturating individuals and communities, enhances social integration, and
improves intergroup relations to better assisted immigrant communities and immigrant-assisting
organizations (Ward & Kagitcibasi, 2010). Scholars answered this call with contributions
examining the components of integration to situate acculturation within social and political
contexts (Paloma, Garcia-Ramirez & de la Mata, 2010). Other studies used Ward’s (2001) ABC
framework to demonstrate how acculturation can be used to create opportunities for cultural
maintenance in group settings (Smith, Smith & Peang-Meth, 2010), or multicultural programs to
enhance social engagement (Sakurai, McCall-Wolf, & Kashima, 2010).

Our exploration of acculturation in domestic and entrepreneurial contexts appears to be
an appropriate contributive act to Chirkov’s (2009) call for action research. The United States
has a rich history of hosting immigrants from every corner of the globe (e.g. Irish, Italian,
Jewish, and Asian). Each of these immigrant groups tapped entrepreneurship as a social
organizing acculturating mechanism to enter mainstream society. Hispanic immigrants are

embarking upon a similar acculturation process into U.S. culture, and Hispanic American



culture. Collectively, Hispanic Immigrants and Hispanic Americans are swelling the ranks of
entrepreneurship and direct selling. To advance the study’s framework on Hispanic direct selling
entry decisions using acculturation, we transition the discussion towards the meaningful
intersections of entrepreneurial environments, entrepreneurial culture in direct selling, and

acculturation.

Entrepreneurial Environment

Entrepreneurship is influenced by relationships between entrepreneurs, enterprises and
the environment (Lundstrom & Stevenson, 2005). Entrepreneurial environments are influenced
by factors external to the firm (De Hoyos-Ruperto, Rummager, et al., 2012). Researchers point
to institutional agreements, the role of government, economic policy, and country social structure
as external factors contributing to the entrepreneurial environment (Lundstrom & Stevenson,
2005; Shane, 2003). Gnyawali and Fogel (1994) define the entrepreneurial environment as a
combination of economic, sociocultural and political factors which influence an individual’s
willingness to undertake entrepreneurial activities.

To capture the relative supportiveness of the entrepreneurial environment, the Global
Entrepreneurship Monitor (GEM) publishes the total early-stage entrepreneurial activity (TEA)
and entrepreneurial framework conditions (EFC) model using a national expert survey (NES)
database and macro-variables to capture the extent of entrepreneurial finance, government
entrepreneurship programs, entrepreneurship education, and cultural and social norms, to name a
few. According to GEM, the entrepreneurial environment “directly influences the existence of
entrepreneurial opportunities, entrepreneurial capacity and preferences, which in turn determines

business dynamics. Hence, it is expected that different economies and regions have structures
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and quality of EFCs or different ‘rules of the game’ that directly affect entrepreneurial activity’s
inputs and outputs (“What is the National Expert Survey (NES)?”, 2017).” GEM ranked the
United States as 24th out of 64 in TEA, 16" in established business ownership rate, and third in
established business ownership rate (Herrington & Kew, 2017).

GEM’s NES database provides information from experts on a particular country’s
entrepreneurial framework conditions. EFCs may affect the creation and development of new
firms (De Hoyos-Ruperto, Romaguera, et al., 2012), and although EFC factors are traditionally
used to assess the entrepreneurial environments of countries, its components can also measure
the entrepreneurial culture in SMEs, and the likelihood of new entrants in industries like direct
selling. Entrepreneurial culture in firms has a considerable impact on entrepreneurial behavior as
societal norms influence the resources individuals have access to and the entrepreneurial
activities they undertake (Mueller & Thomas, 2001; Amine & Staub, 2009). Supportive
entrepreneurial environments with plentiful economic resources lay the foundation for businesses
to emerge, grow and succeed (Shabbir & DiGregorio, 1996; Pennings, 1982). Direct selling
firms make concerted efforts to effectuate entrepreneurial cultures that build self-efficacy, and

promote the concept that entrepreneurial success results in societal integration.

Direct Selling: Definition, Background, and Culture

Direct selling has a long, interesting history in the United States. Direct selling
companies use independent sales teams to market products and services, with the benefit of low
start-up and overhead cost for distributor entrepreneurs (DSEF, 2017). For many types of
organizations, direct selling is also viable go-to-market strategy. The first organized trade group

in the direct selling was Agents Credit Association, formed in 1910 for door-to-door salesmen
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(Taylor, 2012). For many decades, households were visited by representatives of companies
such as Fuller Brush, Avon, Charles Chips, and World Book Encyclopedia. Direct selling then
transitioned from door-to-door sales and toward network selling (person-to-person) and party
plans over the years.

The Direct Selling Association (DSA) reports that the industry generated $35.54 billion
in sales in the United States and $182.6 billion worldwide with 20.5 million and 107 million
direct sellers respectively in 2016 (Direct Selling Association, 2017). Table 1 shows U.S. retail
sales and the number of direct sellers. Within direct selling, there are person-to-person, party
plan and other companies. The majority are person-to-person or network sales (71.5 percent)
wherein a direct seller (representative, consultant, designer) sells directly to her customer. The
second most popular method is the party plan (22.4 percent), wherein a direct seller sells to

groups of customers in homes, other locations, or through an online party.

Insert Table 1 here

Of the 20.5 million U.S. direct sellers, 74 percent are women, primarily selling person-to-
person, in the top categories of wellness, services, home and family care/home durables, personal
care, clothing and accessories, and leisure/education. Of the 5.3 million business builders, 84.9
percent are part-time workers. Most direct sellers are between 25 and 54 years of age, with those
35 to 44-years old comprising the largest category (26 percent).

Direct selling companies need to recruit and retain excellent independent representatives
to generate revenues and to grow. Because they do not sell through brick and mortar retail stores

or wholesalers, these representatives are their go-to-market strategy and channel.  Therefore,
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direct selling leaders focus considerable attention to the field salesforce. Interestingly, no sales
experience is required, and recruitment is primarily through the distributor network. The cost of
entry into direct sales is low, at an average of $199 for a starter kit (Gamse, 2016a), training and
mentoring, and performance incentives.

In recent years, direct selling firms have reframed, focusing more on the end customer,
and creating entrepreneurial cultures with more transparency in the company-distributor-
customer matrix (Fleming, 2017). Many direct sellers now track retail customers more carefully,
and new strategies initiated help distributors acquire customers. In the October 2017 issue of
Direct Selling News, the chief operating officer of Total Life Changes points out the significant
change in direction stating, “If you lead with the product, you have a chance to make a business
out of it. But if you lead with the business opportunity, you might not sell the product. Then

you have no business (Fleming, 2017, p. 18).”

Entrepreneurial Culture in Direct Selling

Differences in firm culture necessitate taking stock of cultural practices in direct selling
companies to gain insight into unique entrepreneurial processes that position direct selling
distributors for success (Sequeira, Gibbs, & Juma, 2014). Direct selling organizations provide
more than materials and training. Each has a unique corporate culture and brand. They expend
considerable resources creating and sharing this culture with their field salespeople. Charismatic
company founders often become “larger than life” through their outreach to representatives,
dynamic presence at annual gatherings, incentive trips, and social media posts. Direct selling
networks, characterized by an almost spiritual atmosphere, promote collaborative work styles

that support these networks (Bhattacharya & Mehtra, 2000; Biggart, 1989; Crittenden &
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Crittenden, 2004; Lan, 2016; Merrilees & Miller, 1999; Sparks & Schenk, 2001). Sales meetings
are often filled with visible celebration, joy, tears, and pride, complemented by the effusive and
expressive behavior exhibited by company leaders and distributors alike (Biggart, 1989). For
example, Scentsy holds reunions for their salespeople rather than annual conferences. Traci
Lynn Jewelry’s founder, Dr. Traci Lynn Burton, is a motivational speaker and has a ministry
wherby her meetings incorporate all these elements. More importantly, companies are highly
motivational, encouraging representatives to “Swing for the Fences” (Scentsy in 2017) and “Be a
Boss” (Traci Lynn Jewelry in 2016). Also, rather than creating a fiercely competitive sales
environment like those fostered in other personal selling companies, direct selling firms
encourage collaboration and supportive environments where coaching and mentoring are
encouraged and valued (Biggart, 1989).

Direct sellers in the United States are independent contractors paid commission for sales.
Distributors in multi-level marketing organizations earn commissions on sales by individuals
recruited as downline distributors. Most direct sellers work part-time, selling inside, or outside
the home - in person, or online. Those engaged in party plans sell in other homes, workplaces or
neutral settings in a social and entertainment-oriented environment (Peterson & Wotruba, 1996).
Direct selling firms perpetuate an entrepreneurial culture that exposes distributors to
entrepreneurial training, tools, and professional networking (Peterson & Wotruba, 1996). These
practices develop an entrepreneurial mindset among the direct salesforce. Direct selling firms
teach useful skills on relationship marketing, generating repeat business, and allow distributors to
plug into the value chain at any point with access to suppliers, potential customers, physical

resources, and virtual selling platforms (Peterson & Wotruba, 1996).
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The life of a fully engaged distributor becomes intertwined with the company, its brand,
and the lives of other distributors. In fact, Biggart (1989, p. 9) argued that “committed
distributors see their work as a superior way of life that embraces political values, social
relations, and religious beliefs. It gives them not a job, but a worldview, a community of like-
minded others, and a self-concept.” More than this, distributors may come to see themselves as
part of a “family” as they engage with the direct selling company and other representatives
(Biggart, 1989). Distributors can easily and inexpensively join and exit the companies, yet they
often join for the products and stay for the environment (Coughlan et al., 2016).

The direct selling industry eliminates entry barriers by lowering capital requirements for
becoming a distributor, offering free training seminars (face to face and online), and developing
Spanish-only product brochures and marketing campaigns which target Spanish-speaking
distributors and consumers (DSA, 2016). Even today, access to capital remains a salient
problem among minority entrepreneurs. Minority entrepreneurs are still disproportionately
denied loans by banking institutions, underfunded by investors, and lack fully developed social
networks. Direct selling addresses these issues in its core structure. Like most U.S. businesses,
direct selling firms are microcosms of societal entrepreneurial culture and cultural norms. More
importantly for minority and disadvantaged populations, distributors integrate spheres of life
normally separate in modern society (Biggart, 1989). Children, spouses, and even religious
values are brought together in the enterprise. Direct selling draws minority entrepreneurs with a
compelling promise of granting status and recognition to workers largely excluded from both in
most workplaces (Biggart, 1989). Hence, we propose that:

Proposition 1: Strong national entrepreneurial environments (countries ranked highly

on TEA and EFC) and entrepreneurial culture in direct selling firms will be
positively related to direct selling entry decisions.
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Hispanics in Direct Selling

Hispanics are increasingly important players in direct selling channels, both as
distributors and as customers, particularly with the size of the U.S. Hispanic population growing
exponentially. Because direct selling relies on face-to-face selling and social and family
networks, it has shone a light on Hispanics in the salesforce. While the academic literature is
essentially silent on the topic, the Direct Selling Association conducted surveys of member
companies and their Hispanic distributors to learn more about this influential group.

Princess House, Shaklee Corporation, and Gold Canyon are a subset of direct selling
companies actively involved in the recruitment of Hispanic distributors and targeting the
Hispanic market (Gamse, 2016b). Hispanic distributors comprise more than twenty percent of
the salesforce for fifty percent of firms targeting Hispanic markets. Many firms have Spanish
language materials primarily for marketing and training with replicated websites. Most have
Spanish-fluent field leaders (83 percent) and call center staff (73 percent). Among Hispanic
distributors, approximately 59 percent are of Mexican ancestry and 10.3 percent are Puerto
Rican.

A key finding of the Consumer Trends study is "Hispanics seem to be the minority
searching most for meaning and balance in their work, yet not always finding it in their current
jobs. As they are also the group most intrigued in the idea of working for themselves, Direct
Selling could be a natural fit. (GfK Consumer Life, 2016, p. 100).” In fact, fully 73 percent of
Hispanics expressed interest in owning a business or working for themselves which is 19 points
greater than the U.S. rate. Quite possibly, industry strategies to grow its Hispanic salesforce and
customer base could spur adoption of entrepreneurial culture and accelerate acculturation in

Hispanic communities.
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According to the DSA4’s Hispanic Marketing Survey (2016, p.8):

Hispanic people involved in direct selling are more likely to be male, younger,

single, have children, live in the West and South, and have less education than

non-Hispanic direct sellers. They also provide more positive ratings of their

direct selling experience than non-Hispanics. They are more satisfied with the

experience and more likely to recommend direct selling to others. Hispanic

people involved in direct selling also seem more committed to direct selling as

they are more likely than non-Hispanics to work full time and to be satisfied with

the amount of money earned for the amount of time spent on their business. They

believe the materials provided by their direct selling organizations meet their

needs and give high marks to their company for providing materials in languages

other than English.

Direct Selling and Acculturation

Albeit scant, entrepreneurial scholars have initiated studies that examine the role of
acculturation in entrepreneurship. A single study by Dheer (2014) consisted of a conceptual
exploration on immigrants introduction and acculturation to a new society, and the resulting
impact his or her entrepreneurial intentions. The study contends that acculturation evokes
cognitive outcomes of creativity, innovativeness, a desire for economic and social status
excellence, and entrepreneurial intentions. Dheer (2014) notes that biculturals (those individuals
who acculturate through integration) are more proficient at recognizing entrepreneurial
opportunities when exposed to elements of the host and home culture given their wider
knowledge base. Based upon Dheer’s (2014) findings; it stands to reason that if traditional
entrepreneurial entry opportunities fail to materialize, direct selling distributorships may be
viewed by immigrant and minority groups as a viable entrepreneurial entry point.

For Hispanic entrepreneurs, the attraction of direct selling stems from industry efforts to
eliminate structural disadvantages and socially embedded institutional barriers too great to

overcome (Ramirez Bishop & Surfield, 2013; Samli & Molina, 2013; Suarez, 2016). Direct

selling firms provide distributors with structured training platforms and other resources, often in
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Spanish and English, and supportive entrepreneurial environments in which nascent and novice
entrepreneurs can quickly test their entrepreneurial acumen and success. Operations and
procedures in firms usually reflect the dominant culture’s values, beliefs, and norms, allowing
immigrants and minorities to use firm social structures to implement the necessary changes in
behavior, attitudes, and cultural norms in pursuit of entrepreneurship. Direct selling firms’
engagement with independent sales representatives is frequent, inspirational, motivational, and
heavily reliant on social networks, with a strong sense of family, and branding (Coughlan, Krafft,

& Allendorf, 2017; Crittenden & Crittenden, 2004; Dai, Teo, & Wang, 2017).

Hispanic Community and Acculturation

Hispanics are the fastest growing demographic in the United States and the largest
minority group. The Hispanic labor force accounts for 14.8 percent of the total U.S. labor force,
and by 2020 will reach 18.6 percent (Toossi, 2012). Hispanics are extremely diverse with
regards to race, ethnicity, and culture. Although most Hispanics are from collectivistic countries
and cultures, differences abound. Hispanics speak various languages (i.e., English, Spanish,
Portuguese), have unique cultural traditions and celebrations, and signature cuisines. A survey on
Hispanic entrepreneurs found that many identify more with ethnicity (i.e., Mexican, Puerto
Rican, Chicano) rather than race (i.e., White, Black). Acculturation issues may develop from
social and cultural differences in Hispanic communities which lead to social and economic
disadvantage, stereotyping, and discrimination (Christiansen, 2010).

Diverse ethnicities, subcultures, and environmental conditions obfuscate acculturation in
Hispanic communities. Entrepreneurship, however, may be the unifying factor. Suarez’s (2016)

recent study compared Hispanic immigrants and U.S.-born Hispanic entrepreneurs. Suérez
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found that U.S. Hispanics have higher self-esteem than Hispanic immigrants, and Hispanic
immigrants had lower educational levels and greater external locus of control (Suérez, 2016).
The preponderance of acculturation research centers on immigrants; however, research findings
often relate to minority groups, such as U.S.-born Hispanics, whose subcultures vary from the
dominant culture, particularly in ethnic enclaves (Berry, 1997; Cheung-Blunden & Juang, 2008;
Seitz, 1998). Certain personal (i.e., self-efficacy) and sociocultural factors (i.e., social
recognition, legitimacy) influence the extent to which immigrant and minority groups pursue
acculturation (Berry, 1997; Dheer, 2014). These factors not only predict acculturation but
entrepreneurial intentions as well (Boyd & Vozikis, 1994; Dheer, 2014). The remarkable
connection implies that acculturation may not only act as a determinant for entrepreneurial or
direct selling entry but may also interact with certain factors (i.e., race, entrepreneurial
environment, entrepreneurial culture, resources offered) to strengthen entry decisions.

As a group, Hispanic entrepreneurs hold more traditional attitudes towards working
women, have lower perceptions of mastery, and slightly greater external locus of control
(Ramirez Bishop & Surfield, 2013). Latina entrepreneurs, a relatively disadvantaged group,
choose self-employment for non-pecuniary reasons (Lofstrum & Bates, 2009). These findings
may indicate an environmental dependency on the part of Hispanic entrepreneurs. Of great
interest to the current study is Abebe’s (2012) finding that social factors (i.e., social status and
social support) are predictors of entrepreneurial career intentions among Hispanic adults. Direct
selling firms provide ample social support and entrepreneurial resources for distributors which
could explain why direct selling is attractive to Hispanics.

Collectively, Ramirez Bishop & Surfield (2013), Lofstrum and Bates (2009), and Abebe

(2012) allude to theoretical assumptions that social and environmental forces propel Hispanics
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towards self-employment, for which direct selling is a form. Analogous to Hispanic American
entrepreneurs, Hispanic immigrants use transnational entrepreneurship as a means of acquiring
material gains, social status, and expanding their middle-class status (Zhou, 2004). Sociocultural
transnationalism serves to “forge and sustain multi-Stranded social relations that link together
their societies of origin and settlement (Basch, Glick-Schiller, & Blanc-Szanton, 1994, p. 6).” A
study by Allen and Busse (2016) describe personal and business acculturation as a form of
breakout, and found that Latino immigrant business owners positioning themselves for breakout
initiate casual social interaction with non-Latino residents and customers. The authors purport
that Latino immigrants achieve breakout by creating spaces (i.e., restaurants, markets, and retail)
of social cohesion, cross-ethnic interaction, encounters and cultural consumption by non-Latinos
(Allen & Busse, 2016).

Most Hispanic entrepreneurs rate acculturation as being very positive to their
communities and businesses (Samli & Molina, 2013). Samli & Molina’s (2013) strategic model
for successful Hispanic entrepreneurship depicts support systems and strategic tools such as the
ability to assess the degree of acculturation of Hispanic consumers as prerequisites to success.
Prior studies intimate that minorities pursue entrepreneurship due to ‘push’ factors such as social
integration, and social and economic mobility (Mavoothu, 2009; Suarez, 2016) - giving further
evidence of causality between entrepreneurship and acculturation. As a whole, Hispanic
populations may view the culture of direct selling as path to entrepreneurship, and a bridge
between the familiar heritage culture, and the unfamiliar host, or dominant culture. Moreover,
scholarly discourse alludes to the premise that Hispanics enter direct selling to facilitate
acculturation, achieve economic and social mobility, and more often than not, acculturate using

integration strategies.
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Proposition 2: The availability of Hispanic cultural and linguistic resources from
direct selling firms will positively relate to direct selling entry decisions, and moderate
the relationship between strong national entrepreneurial environments,
entrepreneurial culture in direct selling firms, and Hispanic direct selling entry
decisions.

Proposition 3: Acculturation moderates the relationship between direct selling entry
decisions of Hispanics in host countries with strong national entrepreneurial
environments (ranked highly on TEA or EFC), and entrepreneurial culture in direct
selling firms. This relationship will hold for bicultural Hispanics who enter the direct
selling channel for economic and social mobility and acculturate using integration.

Figure 1 shows the proposed framework of acculturation, entrepreneurial environment

and direct selling entry decisions.

Insert Figure 1 here

3. Results / Findings

Overall, it was found that acculturation can be useful in explaining direct selling entry
decisions of Hispanic distributors. Supportive host country entrepreneurial environments and
firm cultures attract individuals to the industry, and social integration through acculturation is a
desirable outcome as Hispanic immigrants pursue economic and social mobility with hopes of
expanding to the ranks of the middle class. Hispanics’ preferred acculturation strategy seems to
be integration, and to a lesser extent, assimilation. Successful acculturation leads to positive
psychological adjustment in minority communities, and in large part — may have contributed to

the relative success achieved by Hispanics in the direct selling industry.

4. Conclusion and Implications for Theory, Research, and Practice
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We conducted a thorough conceptual review of three externalities that impact direct
selling entry decisions of Hispanics. More specifically, the intersection of acculturation, national
entrepreneurial environments and entrepreneurial culture are critical in the distributorship
decision. The framework developed advances theory on cross-cultural psychology and
entrepreneurial entry in the direct selling channel. Study outcomes demonstrate a need for direct
selling firms to gauge potential distributors acculturation preferences. Hispanic distributors with
bicultural (integration) preferences should be fully supported and mentored. We believe this
study to be a useful starting point for future research on direct selling, entrepreneurship and
acculturation in many contexts. A logical next step would be empirically testing and validating
the model using direct selling channel salesforce data, and extending the model to determine

whether acculturation leanings may result in decision to stay or leave the distributorship.

5. Implications for Entrepreneurship Education

The study addresses the application of acculturation theory to Hispanics in the direct
selling channel, providing insights into several topics that are not frequently a part of the
entrepreneurship literature or the entrepreneurship classroom. While much has been written
about minority entrepreneurship, little is known about the go-to-market strategies of the
companies in which they engage and the cultural fit. We address the entrepreneurial culture of
direct selling organizations, the culturally and linguistically appropriate resources provided for
Hispanic distributors, and the national entrepreneurship environment.  Entrepreneurship
educators can begin to address ethnicity and acculturation in the classroom with more specificity
and can discuss the channel as an option. It is important that we discuss entrepreneurial options

across the spectrum and provide insights into them.
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Figure 1. Entrepreneurial environment, entrepreneurial culture and acculturation as
determinants of Hispanic direct selling entry.

Tables
Table 1: Direct Sales Statistics
Year U.S. Retail Sales ($ billions) | U.S. Direct Sellers (millions)
2016 $35.54 20.5
2015 $36.12 20.2
2014 $34.47 18.2
2013 $32.67 16.8
2012 $31.63 15.9
2011 $29.87 15.6

Source: 2017 Growth and Outlook Report: U.S. Direct Selling in 2016. Washington,
DC: Direct Selling Association.
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